A wide variety of alcohol warning (or moderation) 
INTRODUCTION
previous study by Mayer, Smith, and Scammon (1991) identifies warnings as an appealing policy tool because of the relatively low cost and consistency with individual freedom of choice. Warning messages have been designed in a wide range of forms for different purposes and using numerous criteria (Stewart and Martin, 1994) for issues of societal concern regarding consumer products. Studies on warning messages aim to gain publicity and have been examined from perspectives such as psychological principles (Cuniz, 1981) , cognitive responses to labels (Bettman, Payne, and Staelin, 1986; Clark and Brock, 1994; Hilton, 1993) and believability of and attitudes toward messages (Andrews, Netemeyer, and Durvasula, 1990 ). Stewart and Martin (1994) stated that the number of warnings on products has grown precipitously in the last two decades, with increasing societal concern about the hazards of using and consuming various types of products and commodities. Smith (1990) also stated that the use of warnings may become increasingly common, even in advertisements. Issues concerning warning messages have gained more attention since the 1990s, as the U.S. federal government has mandated warning labels for beer, wine, and other types of liquors since November 1989 (Snyder and Blood, 1991) . Various studies have considered the effectiveness of warning labels on products, such as alcoholic beverages, cigarettes, and medications , the awareness level about warning messages , and risk perception and behavioral change (Hilton, 1993) . Studies have examined warning labels which have been an increasingly popular plan for alcohol policy and are considered as the most important ways to reduce social cost (Wilkinson and Room, 2009 ). Studies have discussed creating warning labels (Ross, 1981) , warnings on product usages (Smith, 1990) , cognitive considerations in designing effective 
Estimates of Subjective Norms
(Difference between estimates based on normative beliefs concerning alcohol reduction or moderation and motivations to comply. Many studies explored the effectiveness of alcohol warning messages based on theories and models, including the models from the field of social behavior. Theories such as social contact theory (Toress, Sierra, and Heiser, 2007), persuasive communication theory (Andrews, Netemeyer, and Durvasula, 1990; Bettman, Payne, and Staelin, 1986; Petty and Cacioppo, 1986) , and reactance theory (Skurnik, Yoon, Park, and Schwarz, 2005; Stewart and Martin, 1994; Synder and Blod, 1991; Feingold and Knapp, 1977) have been adopted for alcohol warningrelated studies. Social contact theory supports measurements of the relationships between company acts, company brands, and customer perceptions, attitudes, and decisions (Toress, Sierra, and Heiser, 2007) . Social contact theory also suggests that through this moral framework, researchers can measure customers' attitudes toward companies' intentions of publishing warning messages in various ways (Toress, Sierra, and Heiser, 2007). Previous researchers also applied persuasive communication theory to study warning-related messages, particularly to develop the effectiveness of warning information by considering believability and attitudes toward warning labels (Andrews, Netemeyer, and Durvasula, 1990; Bettman, Payne, and Staelin, 1986; Petty and Cacioppo, 1986) . Similarly, Bettman Payne, and Staelin (1986) posited that designers may predict the effectiveness of a particular format of warnings more accurately by grasping how customers process information, while Petty and Cacioppo (1986) argued that relatively strong message persuasion may not be effective, since customers could perceive it as 'unbelievable.' Reactance theory (Skurnik, Yoon, Park, and Schwarz, 2005; Stewart and Martin, 1994; Synder and Blod, 1991) explains that the boomerang effect of warnings can also explain the effectiveness of warning messages through discussions on repeated exposures to the same messages, intensified levels of messages, perceived risk by societal groups (Taylor, 1976) , and motivational states that may seem to threaten freedom (Clee and Wicklund, 1980 Friedmann, 1988) explains the effects of certain mental stages, such as attention to warning messages and processing of warning messages, on behavioral intention and behavior (Stewart and Martin, 1994) .
Differential Subjective Norm
The health-belief model also suggests that a consumer may be very likely to take action to keep away from a disease if he believes that 1) he is personally susceptible to the disease, 2) the occurrence of the disease would have at least moderately severe negative consequences on some aspect of his life, and 3) taking a particular action would be beneficial by reducing his susceptibility (Rosenstock, 1974, in Azjen and Fishbein, 1980) . So, effective messages would stress the negative consequences caused by continued drinking, suggest how this action could be avoided, and recommend an alternative action (Azjen and Fishbein, 1980). Wilkinson and Room (2009) stated that positive health claims were common on alcoholic beverage containers and in alcoholic beverage advertising in the past (e.g., "Good for you" by Guinness). In developing countries, there are still positive health claims in alcoholic beverage advertising (Jernigan, 1997) , but in the U.S. and most other developed countries, positive health claims in advertising are not allowed or are discouraged (Wilkinson and Room, 2009 ). Thus, most health claims on alcoholic beverage containers and in beverage advertising are negative health claims in developed countries such as 1) Warning: Excessive consumption of alcohol may cause liver cirrhosis or liver cancer and, especially women who drink while they are pregnant, increase the risk of congenital anomalies; 2) Red light of health! This is a result from wrong alcohol consumption habit; and 3) Abuse of this product is hazardous to your health. Like 1) and 3), many countries have "mandated health-related messages on alcoholic beverage containers (Wilkinson and Room, 2009 ). Finally, Malouff et al. (1993) stated that "the conspicuousness of health warnings on alcohol containers tends to influence their possible effectiveness."
The Effectiveness of Attitude Estimates on Attitudes toward Alcohol Warning Messages
Attitude is defined as a lasting, general evaluation of objects, or issues (Solomon, 2008) determined by the set of salient beliefs that one holds about performing particular behaviors (Ajzen and Fishbein, 1980) . Prior studies (e.g., Ajzen and Fishbein, 1980) have shown that evaluating the consequences of attitude estimates, such as attitudes toward particular brands/messages/products/services and following behavior as an outcome, is crucial to exploring attitudes toward the behavior. Applying Ajzen and Fishbein's (1980) attitude estimates suggests that the behavior will lead to positive consequences and bring about a favorable attitude toward alcohol reduction or moderation. This study examined the difference between attitude estimates, based on beliefs and evaluations concerning alcohol reduction (or moderation) and alcohol warning messages. As Ajzen and Fishbein (1980) addressed the effects of attitude estimates on behavioral beliefs and outcome evaluations, this study applied both behavioral beliefs and evaluations of alcohol reduction or moderation habit and beliefs and evaluations toward alcohol warning messages. This study hypothesized the following relationship between attitude estimates concerning reduction or moderation of alcohol consumption and alcohol warning messages and differential attitudes toward alcohol warning messages.
H1:
Attitude estimates concerning reduction or moderation of alcohol consumption messages positively affect differential attitude after viewing alcohol warning messages.
Further, this paper measures whether one's attitude toward alcohol warning messages is affected positively or negatively after viewing different types of alcohol warning messages. To examine the impact of attitude estimates on differential attitudes toward alcohol warning messages, different types of alcohol warning messages, one-or twosided with a positive or negative voice, were examined. This study also analyzed message contents based on whether the messages were aimed at the self-and other-related issues. As a result of reviewing prior qualitative research, the effects of warning messages were classified as: 1) positive vs. negative reinforcement, 2) one-vs. two-sided warning messages, and 3) self-vs. others-related issues. 'Shaughnessy, 2007) . This study applied the operant conditioning model to explore the effectiveness of alcohol warning messages. The operant conditioning model was developed by Skinner (1953) . The main concept of this model is that all living organisms behave spontaneously and whenever this behavior is reinforced, the chances they will repeat the behavior are increased (O'Shaughnessy and O'Shaughnessy, 2007). O'Shaughnessy and O'Shaughnessy (2007) stated that positive reinforcement, which encourages a repetition of the buying action, occurs when the customer purchases any specific product and the result is pleasant, while negative reinforcement comes whenever removing something negative is pleasurable. Skinner (1953)'s theory was that operant conditioning controls one's behavior by manipulating these reinforcements. This study classified alcohol warning messages into positive reinforcement; namely, alcohol warning messages that address positive aspects, and negative reinforcement; namely, alcohol warning messages that address negative aspects. The following warning messages were adopted as examples of positive reinforcement: 1) "cool drinker: cool, nice, wise, responsible, able to drink in moderation, no drunken driving" and 2) "Please fill a glass properly. Your alcohol moderation behavior makes us smile with joy." On the other hand, the following warning messages were adopted as examples of negative reinforcements: 1) Your life insurance may have to pay out after only one glass of an alcoholic beverage" and 2) "Almost half of all adult drowning deaths involve alcohol." This study hypothesized that the effects of attitude estimates on differential attitude differ with types of reinforcement.
H1a~b:
The effects of attitude estimates on differential attitude vary depending on whether alcohol warnings address positive or negative reinforcement.
One-Sided and Two-Sided Alcohol Warning Messages
This study applied the concept of one-sided and two-sided advertising to explore the effectiveness of alcohol warning messages. Advertisers normally make efforts to promote their brands or products as superior to competing brands or products on determinant attributes (Aaker and Myers, 1987; Ogivly, 1985) . However, a study by Pechmann (1992) suggested that consumers tend to be skeptical of ad claims and may not perceive the brands as favorably as was intended by the advertisers. Studies have classified advertisements into either one-or two-sided. Based on prior research (Kamins and Assael, 1987) , a one-sided appeal in advertising only makes claims that are supportive of the product or brand while a two-sided appeal, in addition to presenting positive claims about important attributes, down-grades or limits product or brand performance claims on attributes of minor significance to the consumer so as to establish credibility without deterring purchase. Researchers have argued that two-sided advertisements can enhance the credibility of the claims (Settle and Golden, 1974; Smith and Hunt, 1978) because two-sided advertisements include not only the advantages of the brands but also their shortcomings (Pechmann, 1992) . Studies (Kamins and Assael, 1987; Smith and Hunt, 1978; Stayman, Hoyer, and Leon, 1987) have also addressed that two-sided ads tend to be viewed as more credible than their one-sided counterparts. In addition, Pechmann (1992) posited that two-sided advertisements were more effective than one-sided advertisements only when negatively correlated attributes were featured. This study hypothesized that one-sided advertisements giving alcohol warning messages have different impacts than two-sided advertisements giving two-sided alcohol warning messages.
H1c~d:
The effects of attitude estimates on differential attitude vary depending on whether alcohol warnings use one-or two-sided messages.
Alcohol Warning Messages That Address Self-and Other-Related Issues
The definition of self-concept is the beliefs that a person holds about his or her own attributes and how he or she evaluates these qualities (Solomon, 2008) . Self-concept denotes the totality of the individual's thoughts and feelings having reference to the individual as an object (Rosenberg, 1979; Sirgy, 1982) . According to Solomon (2008) , the self-concept significantly affects consumer behavior because self-concepts are reflections of consumers' attitudes toward themselves. Solomon (2008) also stated that products often play a pivotal role in defining the selfconcept as consumers choose to buy many products because they think they fit their personalities. On the other hand, this study considered warning messages that focus on the concepts of subjective norms and social pressure (Ajzen and Fishbein, 1980 ) as other-related rather than self-related.
This study applied the concepts of self and others to investigate the effectiveness of alcohol warning messages. Self, in this study, means that a warning message which addresses self-related issues and others means a warning message that addresses other-related issues. For example, alcohol warning messages, such as "Drunken driving! You can die with even one glass of alcoholic beverage" is considered addressing self-related issues because this warning message focuses on the consequences caused by your drinking. On the other hand, alcohol warning messages, such as "Your excessive drinking can cause pain for somebody" addresses other-related issues because this warning message focuses on the effects of your drinking on other people. This study hypothesized that the alcohol warnings addressing self-related issues have different impacts than self-related warnings.
H1e~f:
The effects of attitude estimates on differential attitude vary depending on whether alcohol warnings address self-related or others-related issues.
The Effectiveness of Estimates of Subjective Norms on Differential Subjective Norms
According to Solomon (2008) , the definition of a subjective norm is an additional component to the multiattribute attitude model that accounts for the effects of what we believe other people think we should do. Subjective norms are formed based on normative beliefs instead of behavioral beliefs (Azjen and Fishbein, 1980). For example, a behavioral belief, such as that "I would have better health if I reduced or moderated my alcohol consumption", is not considered a normative belief, but one that "An important person near me (such as a family member) thinks I should reduce or moderate my alcohol consumption" is considered a normative belief. Subjective norms are formed based on the total set of salient normative beliefs, each weighted by motivation to comply (Ajzen and Fishbein, 1980) . Estimates of subjective norms are the differences between estimates based on normative beliefs concerning alcohol reduction or moderation and the motivation to comply. According to Ajzen and Fishbein (1980) , the estimates of subjective norms are related to normative beliefs concerning behavior and motivations to comply; so this study examined normative beliefs concerning alcohol reduction or moderation, and motivation to comply. With respect to the differential subjective norm shown in Figure 1 , this study examined attitudes toward alcohol warning messages based on subjective norms. To explore the effectiveness of estimates of subjective norms on differential subjective norm (i.e., attitude toward alcohol warning messages based on subjective norm), eight different types of alcohol warning messages were also examined.
In this study, the basic focus of the second hypothesis is to measure how estimates of subjective norms concerning alcohol reduction or moderation of alcohol consumption, such as normative beliefs and motivations to comply, affect differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norms).
H2:
Estimates of subjective norms concerning reduction or moderation of alcohol consumption positively affect differential subjective norms after viewing alcohol warning messages.
H2a~b:
The effects of estimates of subjective norms on differential subjective norms vary depending on whether alcohol warnings address positive reinforcement or negative reinforcement.
H2c~d:
The effects of estimates of subjective norms on differential subjective norms vary depending on whether alcohol warnings address one-sided messages or two-sided messages.
H2e~f:
The effects of estimates of subjective norms on differential subjective norms vary depending on whether alcohol warnings address self-related issues or other-related issues.
The Effectiveness of Differential Attitude on Differential Intention
To understand differential intention, the concept of behavioral intention needs to be reviewed. According to Ajzen and Fishbein (1980) , one's intention is determined by one's attitude toward the behavior and by one's subjective norms. This intention is assumed to be "the immediate antecedents of actions." A measure of intention would not be an appropriate predictor of behavior at all times, however (Ajzen and Fishbein, 1980) ; that is to say, as the old expression has it, "the road to hell is paved with good intentions" -many factors could interfere with acting on the intended behavior (Solomon, 2008) . Thus, the effectiveness of one's attitude and subjective norms on behavior is affected by one's behavioral intention. For example, even if a researcher knows that one intends to reduce or moderate alcohol consumption behavior, this may not represent a precise prediction of one's actual behavior. In this regard, Ajzen and Fishbein (1980) suggested that the longer the time interval is, the greater the likelihood is that events will occur which will produce changes in intentions. In this study, there was a limited interval between measuring behavioral intentions and observing actual behavior. As proposed in Figure 1 , this study compared differential with intention to switch alcohol consumption. Based on this consideration, this study measures whether differential attitude affects differential intention positively. In particular, this study estimates whether one's attitude toward alcohol warning messages, which is formed by attitude estimates, affects the intention to switch alcohol consumption positively or not. To explore differential intention, eight different types of alcohol warning messages were also examined. Overall, the basic focus of this hypothesis is the relationship between differential attitude toward alcohol warning messages, which is formed by attitude estimates, and differential intention to switch alcohol consumption.
H3:
There is a positive relationship between differential attitude and differential intention.
The Effectiveness of Differential Subjective Norms on Differential Intention
As stated by Ajzen and Fishbein (1980) , behavioral intention is determined by one's attitude toward a behavior and by one's subjective norm. Ajzen and Fishbein (1980) suggested that, in most cases, people hold favorable attitudes toward behaviors their significant others think that they should perform, while negative attitudes toward behaviors their significant others think they should not perform. Sometimes the attitude toward particular behaviors may not be compliant with subjective norms, however (Ajzen and Fishbein 1980) . For example, the differential attitude toward alcohol warning messages, which is formed from attitude estimates, may not be compliant with the differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norms), which are formed from estimates of subjective norms depending on situations. Differential attitude toward alcohol warning messages can be more important in determining behavioral intention to switch alcohol consumption than differential subjective norm and vice versa. Thus, this paper explores which component is more important to determine the intention to switch alcohol consumption. In this study, the basic focus of the hypothesis is the difference between the effectiveness of differential attitude toward alcohol warning messages or intention to switch alcohol consumption and the effectiveness of differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norm) on intention to switch alcohol consumption).
This study also measures whether differential subjective norms affect differential intention positively; that is to say, this paper estimates whether one's attitude toward alcohol warning messages based on subjective norm affects the intention to switch alcohol consumption positively or not. To explore the effectiveness of differential subjective norms on differential intention, different types of alcohol warning messages were also examined. In this study, the basic focus of the following hypothesis is the relationship between differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norms) and differential intention to switch alcohol consumption.
H4:
There is a positive relationship between differential subjective norm and differential intention.
The Effectiveness of Differential Intention on Behavioral Change
To understand behavioral change, the concept of behavior needs to be reviewed. Behavior is a consumer's actions with regard to an attitude or object (Solomon, 2008) . Since there could be some gap between one's intention and behavior, researchers look for a consumer's past purchase behavior instead of looking at his or her intentions to predict his or her future behavior more effectively (Solomon, 2008) . This study measures whether or not the differential intention to switch alcohol consumption positively affects behavioral change to reduce or moderate alcohol consumption. This may be a limitation of the study since there could be a gap between intention to switch alcohol consumption attitude and real action to reduce or moderate alcohol consumption.
H5:
There is a positive relationship between differential intention and behavioral change.
METHODOLOGY
This study measures 1) the relationships between attitudes, subjective norms, differential intentions and behavioral change and perceptions of alcohol warning advertisements and 2) how the effectiveness is different depending on different types of alcohol warning advertisements. This study applied qualitative research in order to classify different types of warning messages. By using 56 prior studies published in well-known journals, this study conducted qualitative analysis in order to classify types of warning messages. Further, this study conducted quantitative research with combined formats of experimentation and survey to assess the differential effectiveness of alcohol warning messages. In addition, the study conducted a pilot test with 102 respondents and a main test with 500 respondents who have had exposure to and experience of drinking alcoholic beverages. Different types of warning messages were selected from various sources of integrated communication tools, such as TV, news, and magazine. Screen shots and captured pictures of different types of warning messages were displayed in experiments and survey. A pilot test for questionnaire items was conducted before the main test. A seven-point Likert scale was applied for each construct (e.g., 1 is" strongly disagree" and 7 is "strongly agree"). Random data collection was applied. These alcohol warning advertisements are: 1) alcohol warning messages that address positive and negative reinforcement, 2) alcohol warning messages that are one-or two-sided, and 3) alcohol warning advertisements that address self-and others. In order to measure the effects of different types of alcohol warning images, selections were made after reviewing around 100 alcohol warning advertisements. Most of them are pictorial advertisements, while some of them are screen shots from video advertisements. These different types of images were shown to the respondents twice during the survey to measure 1) overall perception of alcohol warning advertisements and 2) differential perception depending on the type of alcohol warning advertisement.
4.
DATA ANALYSIS
Data Analysis of Qualitative Research
This study found that warning messages can be segmented into different types based on conditioning principles and different types of subjective norms. Qualitative research analysis found that 22 one-sided warning messages addressed positive reinforcement, 26 one-sided warning messages addressed negative reinforcement, and eight two-sided warning messages addressed both positive and negative reinforcement. In addition, the study found that 28 warning messages addressed self, while 10 warning messages addressed others, and 18 warning messages addressed both self and others. Of the 22 one-sided warning messages that addressed positive reinforcement, 11 addressed self, two addressed others, and nine addressed both self and others. Of the 26 one-sided warning messages that addressed negative reinforcement, 15 addressed self, six addressed others, and five addressed both self and others. Of the eight two-sided warnings that addressed both negative and positive reinforcement, two addressed self, two addressed others, and four addressed both self and others. All types of messages also segmented into public versus private. Of the 28 warning messages that addressed self, 22 warning messages were from the public sector and six were from private sectors. Among 10 warning messages that address others, nine warning messages are from the public sector and one is from the private sector. Based on these types of alcohol warning messages, content analysis was conducted using chi-square. Chi-square results ( 2 X = 31.23) showed that there are significant differences based on categories of message types -self, others, self & others -and one-sided (positive and negative) and two-sided (significant at 5%).
Data Analysis of Quantitative Research

Demographics
Of the 500 participants, 67.6% were male and 32.4% were female, and 50.1% were married while 48.9% were single. Of the 51 participants who were married, 75.0% had children while 25.0% did not have children. Educational backgrounds varied, with 2.0% of participants' having associate's degrees, 68.6% having bachelor's degrees, 22.5% having graduate degrees, and 3.9% having Ph.Ds. In addition, 90.2% of respondents had a driver's license, 6.9% did not, and 2.9% did not answer. By age, 7.8% of respondents were 20-29, 85.3% were 30-39, and 3.9% were 40-49. By occupation, 9.8% were students, 47.1% were businessmen, 6.9% were bankers, 1.0% were teachers, 2.0% were professors, 7.8% were non-profit organization workers, 2.9% were government officers, 11.8% were engineers, 4.9% were business owners, and 2.9% were housewives. Finally, 13.7% of respondents drank alcohol more than three times per week, 41.2% drank once or twice per week, and 45.1% drank less often, averaged over the last six months.
Hypothesis Testing
To analyze the proposed hypotheses, this study uses the results from the quantitative analyses such as factor and regression analyses. Factor scores and factor coefficients from factor analysis were used for regression analyses (Cho, 2010) . Using principal components analyses as the extraction method and Varimax rotation methods with Kaiser Normalization, the most relevant data emerged (Cho, 2010) . Factors turned out to be 1) attitude estimates of alcohol consumption and attitude toward alcohol warning messages, 2) differential attitudes toward alcohol warning messages, 3) estimates of subjective norms concerning reduction or moderation of alcohol consumption, 4) differential subjective norms: attitudes toward alcohol warning messages, 5) differential intention to switch alcohol consumption, and 6) behavioral change to reduce or moderate alcohol consumption. These factors are grouped as variables when eigenvalues are over 1.00 (Table 1) . This study applied analyses, such as regression analysis and analysis of variance (ANOVA). Table 2 provides the results of the regression analyses using factor scores for the effects of proposed factors, including attitude estimates, differential attitude, estimates of subjective norms, differential subjective norm, differential intention, and behavioral change. Overall, the results of the ANOVA on the effects of attitude estimates (belief and evaluations of effects on alcohol consumption) on differential attitude toward alcohol warning messages finds the models significant at the .01 level with F = 7.125 (r-square = .304). On the effects of estimates of subjective norms on differential subjective norms, it finds the models significant at the .01 level with F = 8.859 (r-square = .213). In the case of the effects of differential attitude and intention, it finds the models significant at the .01 level with F = 34.593 (r-square = .580). In the case of effects of differential attitude and intention, it finds the models significant at the .01 level with F = 34.593 (r-square = .580). In the case of differential subjective norms and intentions, it finds the models significant at the 0.01 level with F = 67.969 (r-square = .579), and in the case of effects of differential intention on behavioral change, it finds the models significant at the .01 level with F = 199.293 (r-square = .666). The results of the regression analysis found p = .000 (r-square = .304) for the effects of attitude estimates on differential attitude toward alcohol warning messages; therefore, Hypothesis 1 is accepted at alpha = 1%. The results of the regression analysis found p = .000 (r-square = .213) for the effects of estimates of subjective norms on differential subjective norms. Findings indicated that Hypothesis 2 is accepted at alpha = 1%. The results of the regression analysis found p = .000 (r-square = .580) for the effects of differential attitude toward alcohol warning messages on differential intention to switch alcohol consumption. Results showed p < .05; therefore, Hypothesis 3 was accepted. Both effects of differential subjective norm to differential intention (H4) and effects of differential intention to behavioral change (H5) are accepted at alpha = 1% (p = .000, r-square = .666). This study conducted additional factor analyses for effects such, such as: 1) positive and negative messages, 2) one-and two-sided messages, and 3) messages focusing on self and others. Based on the coefficients from factor analysis, this study measured the effects of attitude estimates on differential attitude toward alcohol warning messages that address positive and negative reinforcement (H1a~b shown in Table 3 ). The results of the regression analysis were significant for the effects of attitude estimates on differential attitude toward alcohol warning messages that address both positive and negative reinforcement at alpha = 1%. While both effects were significant, the degree of effect of negative reinforcement was slightly higher than positive reinforcement. The study also found that one-sided alcohol warning messages were slightly more effective than two-sided alcohol warning messages (H1c~d shown in Table 3 ). The results of the regression analysis were significant for the effects of attitude estimates on differential attitude toward alcohol warning messages that address both one-sided and two-sided messages at alpha = 1%. The results of the regression analysis were significant for the effects of attitude estimates on differential attitude toward alcohol warning messages that address self-or other-related issues, but slightly higher with otherrelated issues (H1e~f shown in Table 3 ). Further, this study measured the effects of estimates of subjective norms on differential subjective norms that address positive and negative reinforcement (H2a~b shown in Table 4 ). The results of the regression analysis were significant for the effects of estimates of subjective norms on differential subjective norms that address both positive and negative reinforcement at alpha = 1%. The study found that alcohol warning messages that address negative reinforcement were slightly more effective than alcohol warning messages that address positive reinforcement. The results of the regression analysis were significant for the effects of estimates of subjective norms on differential subjective norm toward alcohol warning messages that address both one-sided and two-sided messages at alpha = 1%. The study also found that one-sided alcohol warning messages were slightly less effective than two-sided alcohol warning messages (H2c~d shown in Table 4 ). The results of the regression analysis were significant for the effects of estimates of subjective norms on differential subjective norm toward alcohol warning messages that address self-or other-related issues (H2e~f shown in Table 4 ). The study also found that other-related issues were higher than self-related issues. 
CONCLUSION
Discussion
The model for this study measured diverse effectiveness of alcohol warning messages. As mentioned earlier, this study measured 1) the relationship between attitude estimates concerning reduction or moderation of alcohol consumption and differential attitudes toward alcohol warning messages, 2) the relationship between estimates of subjective norms concerning reduction or moderation of alcohol consumption and differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norm), 3) the relationship between differential attitudes toward alcohol warning messages and differential intentions to switch alcohol consumption, 4) the relationship between differential subjective norms and differential intention to switch alcohol consumption, and 5) the relationship between differential intention to switch alcohol consumption and behavioral change to reduce or moderate alcohol consumption.
The results of this study indicated that alcohol warning messages significantly affected consumer attitudes toward reduction or moderation of alcohol consumption. The relationship between attitude estimates concerning reduction or moderation of alcohol consumption and differential attitudes toward alcohol warning messages was significantly positive. The relationship between estimates of subjective norms concerning reduction or moderation of alcohol consumption and differential subjective norms (i.e., attitudes toward alcohol warning messages based on subjective norms) was also significantly positive. Further, 1) the relationship between differential attitudes toward alcohol warning messages and differential intention to switch alcohol consumption was significantly positive, 2) the relationship between differential subjective norm and differential intention to switch alcohol consumption was significantly positive, and 3) the relationship between differential intentions to switch alcohol consumption and behavioral changes to reduce or moderate alcohol consumption was significantly positive. Also, the effects of differential attitude on differential intention were stronger than the effects of differential subjective norm on differential intention. Additionally, this study measured 1) the effects of attitudes on differential attitudes and 2) the effects of estimates of subjective norms on differential subjective norms with different types of warning messages. The findings of these additional tests indicated that the perceptions of different types of alcohol warning messages were significantly different. The effects of attitude estimates on attitudes toward alcohol warning messages varied depending on whether alcohol warning messages addressed positive or negative reinforcement, one-sided or twosided messages, and self-related and other-related issues. The effects of estimates of subjective norms on attitudes toward alcohol warning messages were also different depending on types of alcohol warning messages, whether messages addressed positive or negative reinforcement, one-sided message or two-sided message, and self-related or others-related issues. With respect to the effects of estimates of subjective norms on attitude toward alcohol warning messages, this paper has demonstrated that the effects of estimates of subjective norms on attitudes toward alcohol warning messages that addressed other-related issues were more significant than others.
Many of the participants, however, perceived that the exposure level of alcohol warning messages was low. Only 2% of respondents mentioned that they often saw alcohol warning or moderation messages. Given that alcohol warning messages positively affected consumer attitudes toward reduction or moderation of alcohol consumption, government agents and other parties need to revise the current regulations concerning alcohol consumption to enhance effectiveness. They should study various types of alcohol warning messages and try to increase the exposure level of alcohol warning messages effectively. Overall, working out the managerial implications for alcohol warning and advertising polices is significantly needed as part of most important long-term plans of public policy issues.
Despite these findings, there remain some limitations to this study. First, no detailed causal analysis was conducted. This issue should be considered in future research. The findings of this study may not match those conducted in other countries with people of different cultural backgrounds. In order to draw more general results, similar surveys should be conducted in various other nations in future studies. The study used qualitative research, while it was not conducted for hypotheses testing. It would also be useful to investigate attitudes toward alcohol warning messages by increasing the size of literature and also by applying more in-depth approaches. Therefore, comparing results from both qualitative and quantitative research might provide interesting and meaningful results. In further studies, more subjects and issues will need to be studied.
